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FAMILY ENTREPRENEURSHIP — SELECTED
ECONOMIC AND SOCIAL ASPECTS

Family businesses are the most key actors that makiee global economy. They are by far
the most popular form of doing business in the miigjof developed economies. At the same
time, they are the epitome of the spirit of theefrearket economy as reflected in the role of
individual entrepreneurship and innovation. Theantgnce of family businesses for the de-
velopment of economies has attracted increasimgdst over the last few decades. There is
a fast-growing body of literature about differeatrhs of family business and variations in
family entrepreneurship. Some of these studiessfacuthe family itself. The paper aims to
show mutual interdependences between the famiyettirepreneurial attitude and the func-
tioning of family businesses, which are to a laegeent responsible for the economic capacity
of the EU countries and regions. The paper is ardteal and empirical one. It deals with
issues related to changes that occur within théyaam well as its significance in the modern
world, including economic life, and the specifitribiutes of family businesses. The empirical
part presents the results of the survey FLASH EURRBMETER 354 on “Entrepreneur-
ship”. The paper is concluded by statement familsilbesses are the engine of deliberate and
stable development passed on from a generatiogeoeration. Trust and loyalty, translating
into relationships with employees and customessttagir important attributes.

Keywords: family entrepreneurship, characteristics featufdanily firms, family firm def-
inition, entrepreneurship in the European Union

1. INTRODUCTION

Throughout the worlthe social roots of the ongoing economic develogriein fam-
ilism and unique family loyaltyThe family, orentrepreneurial familisigis a real engine of
economic growth and job market development. Thiamaehat the family as the founder
of an economic entity has no evident charactesistiat would conflict with the require-
ments of the modern economy. The importance oflfamisinesses for the development
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of economies has attracted increasing interest theefast few decades. There is a fast-
growing body of literature about different formsfamily business and variations in family
entrepreneurship. Some of these studies focuseofathily itself. The impact of different
types of family structures and cultural traditiamrsthe growth and development of family
businesses appears to be a dominant issue.

The paper aims to show mutual interdependenceseketthe family, the entrepreneur-
ial attitude and the functioning of family businesswhich are to a large extent responsible
for the economic capacity of the EU countries aglans. A growing interest on the part
of the EU institutions, including the European Coission, in providing support for entre-
preneurship and self-employment has been an ingpirfor the authors of the paper to
focus on this subject. There is a need to explmagsues related to the establishment and
development of family businesses. This is evidenmethe numerous scientific publica-
tions, reports and pan-European projects in whiehlfamily business is the main theme.

The European Commission has incorporated the piomof entrepreneurship into its
Europe 2020 stratefywhich recognises entrepreneurship and self-emmpéoy as one of
the key enablers of smart, sustainable and inadugirewth. Moreover, the Juncker Com-
mission's top priority ist6 get Europe growing again and increase the nundigobs
without creating new debit The Commission's Jobs, Growth and Investmentampekvill
focus on cutting regulation, making smarter usexidting financial resources and making
flexible use of public funds. The development ofrepreneurship has important benefits,
both economically and socially. Entrepreneurshipdsonly a driving force for job crea-
tion, competitiveness and growth; it also contrdsutio personal fulfilment and the achieve-
ment of social objectives. Moreover, numerous facpday a role in the decision to start up
a business such as: the existence of a suitablerinity or market; the perception that
starting a company might be difficult due to regeafinancial obstacles; or the need to
acquire new skills. That is why the EU considew ihhas a duty to encourage entrepre-
neurial initiatives and unlock the growth potentiélits businesses and citizens. Based on
this fact, family businesses are of particularriest, mainly due to their long-term market
orientation as well as significant contribution€@BP and added value growth in the econ-
omy.

In view of the above, the aim of the paper is &cdss the entrepreneurial potential of
the EU citizens, with particular regard to aspeelated to family businesses. The paper is
a theoretical and empirical one. It deals with ¢ésstelated to changes that occur within the
family as well as its significance in the modernrldpincluding economic life, and the
specific attributes of family businesses. The erogipart presents the results of the survey
FLASH EUROBAROMETER 354 on “Entrepreneurship”. Thervey was carried out
between 18 June and '8 August 2012 by TNS Political & Social, a consarticreated
between TNS political & social, TNS UK and TNS adpim

In the final remarks, it was assessed that botimdbiand informal aspects related to
the role which the married couple plays in the etoyn and society have an impact on

4 European CommissiorSupporting entrepreneurs and the self-employedttp://ec.europa.eu/
social/main.jsp?langld=en&catld=952; European Cossion, Europe 2020 Strategynttps://ec.
europa.eu/info/strategy/european-semester/franiéawmope-2020-strategy_en.

5 Centre for European Progression AISBlhe Juncker investment plan — a major initiativeyéd
Europe out of the trouble? Investing in youBrussels, https://c4ep.eu/wp-content/uploads/
2015/02/CFEP_invplan_web.pdf.
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establishing and running a family business. Furtieee, regardless of the fact that families
do not have immutable qualities that can fuel ghowbder all circumstancefamilism
recognised as loyalty and sacrifice of personaretts for the family, remains a source of
entrepreneurial spirit. It is worth mentioning tHamily businesses are more longevity-
-oriented than non-family ones; most often they aggeto survive market downfalls better,
which is related to the ability of family membeaesresign from their profits.

2. LITERATURE REVIEW / THEORETICAL BACKGROUND

2.1. Family Business — around conceptual divagatidaiscussion

What is in fact a family business? In the literafuthere is no unequivocal definition of
the concept of family business. The difficulty hemnsists in the fact that science has not
yet developed clear criteria to distinguish thisugr of companies, which means that it
encompasses companies with different legal formseoship, size and different manage-
ment methods Likewise, there is no explicit definition of faiyibusiness in the Polish-
language literature. Based on the Civil Code, harethose companies whose owners
(ownership gained through inheritance or capitaltiGoution) are members of one family
(e.g.: spouses) are considered to be family busaged his interpretation concerns, how-
ever, tax regulations and the Social Insurance Goyp

The most common is to consider a family busineshekind of business that is owned
by a family. The concept of the family household, & closed system in which its members
are dependent on each other and integtatath be often found in the literature. It seems
that according to the broadest concept, a famikirmss is defined as an enterprise of any
legal form, or a person conducting business agtiwhose capital wholly or in a decisive
part is owned by the family, and in which at le@st member exercises a decisive influence
over the management or holds a managerial positittrthe intent to permanently maintain
the venture in the hands of the farflily

There are uncountable notions that can be fourttidrliterature to describe a family
business and there are many authors who reflettteosubject and present different defini-
tions of family busines& There is, however, no unanimously accepted di&finamong
authors and studies regarding this field. W.C. Hemane of the main authors in the area,
even stated thatdéefining the family firm is the first and most alwé challenge facing

6 t. Sulkowski, A. Marjaski, Firmy rodzinne, jak oggngé sukces w sztafecie pokaléVarszawa
2009, p. 1.

7 K. BondarowskaCharacteristic and developmental factors of famiigihess in PolandCharac-
teristic and developmental factors of family besm in Poland Wydawnictwo Politechniki
Poznaskiej, Foundations of Control and Management Scieri2@04, No. 2.

8 P. SztompkaSocjologia Warszawa 2002.

9 M. Malinowska, D. Seretna-Satam@je factors and Parameters Determing the Formatibiine
Target Capital Structure in Family Businesges] Z. Wilimowska, L. Borzemski, A. Grzech,
J.Swigtek (eds.) Information Systems Architecture andrifiedogy: Proceedings of 37nterna-
tional Conference on Information Systems Architexztand Technology — ISAT 2016, Part IV,
Companyfamily.pl/documents/statute-associationaitivte-party-family p. 169.

10 J.H. Astrachan, S.B. Klein, K.X. SmyrnidEhe F-PEC Scale of Family Influence: A Proposal for
solving The Family Business Definition Prob)dramily Business Review, March 2002, Vol. XV,
No. 1, p. 45.
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family business research&t& Some researchers believe that a family busirset®ione

in which it is possible to feature two generatitimst have made a significant contribution
to the way the business is functioning. Other neteas claim that it is a business activity
in which at least two family members participated ghe business belongs to one of them.
There are also definitions that allow the situatiowhich the family business is a common
property shared with an unrelated person, but mesmfethe family are in possession of
most of the company’s shatésThe criterion of the amount of shares in the hess, how-
ever, is not the right criterion for differentiagifiamily businesses from all other economic
activities. Family members may own a modest amofiobmpany’s shares, but they may
play an active role in the business and run itceffitly. In this particular situation, it is
understandable to define such a company as a fmdines®.

A company founded by several partners or inhefitedeveral family groups that share
a significant number of cultural family traits che considered a family business. J.A. Da-
vist* and R. Tagiuri call a family business, “(...) anysmess, large or small, public or
privately owned, whose ownership is controlled tsmagle family and where two or more
members of the same family significantly influertke business through their kinship ties,
management and/or governance roles, or ownerdtigsi? S. Hussain and L. Whitlo€k
define a family business as “a firm where ownerghigontrolled by a single family, at least
through control of the board and usually also thfoinvolvement in senior management”.
It is described as a company in which the majaritthe capital or even its entirety is in the
hands of the controlling family, or a group uniteg kinship relations. This form of eco-
nomic activity “can be characterised as a business which a family has substantial in-
fluence. This influence is present when the ovendilience of family in terms of control
and management is greater than that of other steaigpartiest®.

The conceptualisation of family business basedhensystemic approach is relatively
often encountered in the literature. In this apphpaa family business is described as
a complex system in which the family and the bussnemerge as two mutually dependent
subsystems. It is understood that the unique nafufieamily business results from the over-
lapping of the systems and their mutual dependeng@iee question on which researchers’
attention is focused is related to the determimatibat systems are part of family business.

11 W. HandlerMethodological issues and considerations in stuglf@mily businesse&amily Busi-
ness Review, 1989, Vol. 2, No. 3, p. 258.

12 p, Westhead, M. Cowling, C. Howorffhe development of family companies: Management and
ownership imperativesFamily Business Review, 2001, Vol. 14(4), p. 36%:38. Cromie,
B. Stephenson, D. Monteitfihe management of family firms: An empirical inigegion, Interna-
tional Small Business Journal, 1995, Vol. 13(4)11-34.

13 P. Davis,Realizing the potential of the family busine®sganizational Dynamics, 1983, Vol. 12,
No. 1, 1983, p. 47-56.

14 R. Tagiuri, J.A. DavisBivalent attributes of the family firniFamily Business Review, Summer
1996 (reprinted), Vol. 9, No. 2, http://kimba.keith/Document/1.pdf, p. 199-208.

15 S, Hussain, L. WhitlockCorporate Governance — Quantity Versus Quality —d#icEastern Per-
spective Published in eBook format by eBooklt.com, Noven®@®d9, http://www.eBookIT.com,
p. 129

16 H. NeubauerThe Dynamics of Succession in Family Business@éeistern European Countries
Family Business Review, December 2003, No. 16(4pshitopeconomica.files.wordpress.com/
2013/12/the-dynamics-of-succession-in-family-baesses-in-western-european-countries.pdf.

p. 271.
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The systemic approach takes into account, amongrtta model encompassing the
following subsystems/entities: the business, thailfg and the founding entrepreneur
(R. Beckhard i W. G. Dyéf). P. Davi$® confirms that the mutual interaction between two
organisations/formations/systems, the family arel usiness, constitutes an important
factor distinguishing a family business and detegsiits uniqueness. As a continuation,
K. Gersick, J. Davis, M. Hampton and |. LansB@mgate that a family business can be
described using three independent but overlappibgystems: the business, ownership and
the family. The assessment of the affiliation ofle@erson or group of persons that form
parts of the system will be made based on the T@rede Model of the Family Business
System. It became, and continues to be, the camgahising framework for understanding
family business systems. It can be used by acadefainilies, as well as consultants world-
wide. This model shows, in simple graphic terms,ttiree interdependent and overlapping
groups that the family business system consisttheffamily, the business and ownership.
This overlap results in seven interest groups, eathe groups is characterised by its own
legitimate perspectives, objectives and dynamits given moment, each member of the
family business systems is assigned to only onthefabove-mentioned categories. The
long-term success of family business system reliethe functioning and mutual support
provided by each of these groups.

Persons associated with the company only throughafrihe subsystems find them-
selves in the appropriate outer circle, e.g.: fgamikembers not working for the company
and without any share in the business are onlydrfamily circle, while employees that are
non-family members and have no share in the compa@yin the outer business circle.
Similarly, shareholders who are non-family memtzard do not work for the company are
in the outer ownership circle. Persons affiliatathwuhe company through at least two sub-
systems are in one of the areas resulting fronoteelapping of the systems. The depend-
encies between the subsystems are shown in the figalow.

An important feature of this approach is the fhat the subsystems overlap. The family
subsystem consists of individual family memberds Ibased on feelings and is oriented
towards providing education and security. The sstasy is focused around satisfying the
interests and aspirations of family members. Emgayat different company levels, in-
cluding managers, are components of the busindsystem. Their task is to achieve the
set development goals and to ensure maximum gffigieThe ownership subsystem con-
sists of all business owners — both family membatsoutsiders. This subsystem influences
the efficient management of the business, the ksttatent of its mission, and the setting
of its goals.

17 R. Beckhard, W.G. DyenVanaging change in the family firm: issues and teigies Sloan
Management Review, 1983, No. 24 (3), s. 59-65; \y&r, W. HandlerEntrepreneurship and
family business: Exploring the Connectipintrepreneurship Theory and Practice, 1994, Fall,
p. 71-83, http://docplayer.net/19084356-Entrepuestep-and-family-business-exploring-the-
connections.html.

18 p, Davis,Realizing the potential of the family businegdsganizational Dynamics, 1983, No. 12
(1), p. 47-56.

19 See: K. Gersick, J. Davis, M. Hampton, |. Lansb&gneration to generation lifecycles of the
family businessHarvard Business School Press, Boston, 1997.
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2. Ownership

(liquidity, capital allocation,
assuring succession, strategic
decision, performance etc.)

1. Family

(health, prosperity,
continuity, participation,
community role,
communication, education,
values, goals etc.)

3. Business

(operations, finance,
employees, supplier, and
customer relationships

etc.)

Fig. 1. The 3-circle model of a family business

Source: K. Gersick, J. Davis, M. Hampton, |. Langb&eneration to generation lifecycles of the
family businessBoston 1997, p. 6.

Where:

1 — A family member who is neither an owner noeamployee.
2 — An owner who is neither a family member noeamployee.
3 — An employee who is neither an owner nor a famiémber.
4 — A family member who is an owner but not an exypé.

5 — An owner who is an employee but is not a fanmgmber.
6 — An employee who is a family member but not amer.

7 — An owner who is a family member and an employee

The universality and uniqueness of this model drem the fact that it allows family
members and non-family members to be “mapped”iftance, Eduard is a family mem-
ber, an owner, and a manager, his sister, Alexarglaafamily member and an owner, their
cousin, Paulo, is a family member but neither anewnor an employee, and so on. Once
the map is created, an appreciation for how diffepople in the family business will see
the world differently, depending on their perspestican be developed.

Each of the distinguished subsystems is additigraibracterised by its own unique
attributes. Development model of family businessréesented below.

The premise for creating the above-mentioned madslithe two-system model which
served to clarify the uniqueness of family busieesamong the group of other economic
entities. The model was made up of two areas divideo the family and the businé%s

20 See: R. Tagiuri, J.A. DaviBivalent attributes of the family firmFamily Business Review,
Summer 1996 (reprinted), Vol. 9, No. 2, http://kiexku.ac.th/Document/1.pdf, p. 199-208.
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The ‘dual system’ approach to family business netehas been criticised for various rea-
sons, including its neglect of other important sisbsms. The criticism has led to the de-
velopment of multi-system models including ownepsdliong with the ‘family’ and ‘busi-
ness’ components.

Business system Family system Ownership system
estart up syoung family econtrolling owner
eexpansion/ business «sibling partnership

formalization eentering the ecousin consortium
ematurity business

sworking together
epassing the baton

Fig. 2. Three-Dimensional Development Model
Source: K. Gersick, J. Davis, M. Hampton, |. Langb&eneration to generation...

2.2. Importance of Family Business in Economy andd8iety

Family businesses are the most key actors that maltke global economy. They are
by far the most popular form of doing businessmnajority of developed economies. At
the same time, they are the epitome of the sfith@free market economy as reflected in
the role of individual entrepreneurship and innawatin the modern economy, family busi-
nesses are one of the key sources of wealth creaticd employment growth. The economic
development of the country is largely determinedhgycondition of family businesses and
their tendency to grow and invést

Historically, family businesses are, for the moattpenduring institutions. Their im-
portance parallels socio-cultural and technologathlances, as well as the globalisation-
related new market order. The economic necessigaafing a living and supporting one's
family often provides the underlying motivation fetarting and expanding business acti-
vity. Among others, goals related to lifestyle impement and wealth accumulation play
an important role in motivating a family membesstart a business with other family mem-
bers. The business provides income to the famityiewthe family serves as a critical supply
of paid and unpaid labour, contributing additioredources to the business such as money,
space, equipment and other factors of produgtidrne family home often serves as an
incubator for the germination of business ideaswamdures, in and out of the home, as well

21 W. Handler,Methodological issues and considerations in stuglyfimmily businesses$Family
Business Review” 1989, Vol. 2, No. 3, p. 257-276.

22 K.X. Smyrnios, P.Z.Poutziouris, S. Klein (edd¢jandbook of Research on Family Business
Second Edition, Edward Elgar, Cheltenham, UK, Namtption, MA, USA, 2013, p. 507-508.
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as a storefront or a factory. The home is oftenbilthplace of entrepreneurial ventuies

In addition, family business founders and theircessors are usually accountable to them-
selves and are known to maintain a strong sengnafy and community responsibility.
As a result, family businesses tend to offer gregp@ortunities for mutual loyalty, respon-
sibility, and accountability between the organsatind its employeé&s Family businesses
are also generally characterised by a more direatact with management, less bureau-
cracy, and a built-in trust factor. Family-ownedrgzanies also allow the next generation
to gain early exposure to the business throughgandraining. These factors, in turn, lead
to a continuity in management policies and opegatotus, enabling these companies to
react more rapidly to changes in their environnf@nthese are just some of the attributes
of family businesses.

“One business owner expressed it well when helsaidut on his manager’s hat when
he fired an underperforming and frequently tardy; dmt he put on his family hat after-
wards and said, “I just heard you lost your jobthisre anything | can do to help?*The
figure below summarises general characteristidarmfly businessés

Family businesses are le
likely to raise debt and ar
widely deemed financially

Family businesses are legs

likely to lay people off and
more likely to hire despitd
the possibility of an

Family businesses show|
higher profitability in the
longer run.

prudent. economic downturn.

Family businesses have p
more long-term strategic
outlook due to their main
motivation consisting of
creating a legacy for
generations to come.

Family businesses are mqre
likely to give charitably to
their respective
communities and engage
extensive philantropic
activities.

in

Fig. 3. General characteristics of family businesse

Source: Results and graphics are available at thhe-Family Firm Institute Global Data Points.
(http://www.ffi.org/page/globaldatapoints).

23 |hidem p. 81.

2 R. Kleiman, E. Peacockamily Businesses as an Economic Phenomeftidithigan Family
Review” 1996, Winter, Vol. 02, Issue 2, p. 93-101.

25 |bidem

26 J.L. Ward,Perpetuating the Family Business, 50 Lessons Leafmoen Long-Lasting, Successful
Families in BusinesdNew York 2004, pp. 13-15.

27 Results and graphics are available at the FFI —ilfFairm Institute Global Data Points.
(http://www.ffi.org/page/globaldatapoints).
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Family businesses are unique business entitiehiochAamily relationships constitute
an integral part. The main reason for running ailfafiusiness which does not employ
workers from the outside is the need to providarfimal stability. Moreover, in the process
of running the business, family members are comatad on the interests of future gene-
rations. An important feature of family businesthis fact that it is established from scratch
by family members. They put a lot of effort inteethusiness by financing it together, cre-
ating growth perspectives, looking for the apprafgridirection and realising their concepts.
The founders of the family business treat it ag thn child and believe that shaping the
business in the right way will assure its efficiumctioning and growtH.

Members of the family are involved in the growthloé business more than the persons
from the outside since the family’s future is deghemt on its appropriate functioning. They
make important decisions together, solve problentslaok for the best perspectives of
growth. Each member of the family has at leastrigtampact on the process of running
the business. Their opinions enable the percepfigmoblems from different perspectives
and the choice of the best possible plan/solufi@mily businesses are not focused on the
rapid growth and generating high income. Thesesapposed to be entities which will be
functioning effectively through many years and \pilbvide a stable financial situation for
the whole family. They are concentrated on nonentrinvestments. Working in the family
business consists in creating a suitable stattestins of life of the business and life of the
family. This will guarantee proper and healthy fielaships between its members, provid-
ing employment, continuing the previous generatiactivities while enjoying the possi-
bility of shaping something spedial

Family businesses are usually smaller and lessdiised structures than big companies.
Due to this fact, any actions are taken in a lessédlised way. The decisions can be made
in the comfort of one’s home in a relaxing, pleasgmosphere. This method of running
a business provides a possibility of a rapid respaio the economic situation or other
unexpected factof$

A family business has a qualitative and social abigr. It is an entity which is difficult
to evaluate unambiguously. The target, the assuanddvelcomed model of family busi-
ness functioning, can be defined as a reflectioth@®family business. Such a business has
its features, e.g.: continuation, objectivity inalleg with the social potential, a rational
attitude towards foreign sources of financing,ahgity to run the business in a professional
way, care about quality, success in the appropriament, high awareness of the com-
pany’s identity and character, shaping the positivage, creating a model for other busi-
nesses and the activity in favour of socio-cultamad natural environmetit

Family businesses are transferred to the next ggaprthrough inheritance. The pro-
spect of transmission to an offspring encourages#fothe owner to put a greater effort into

28 B, Javetski, C. Murphy, M. Staples (ed®grspectives on Founder- and Family-Owned Busi-
nesses McKinsey & Company, October 2014, http://www.aiitAfp-content/uploads/2014/
09/Perspectives_on_founder_and_family-owned_besesepdf, H. Kaltn, Firmy rodzinne
w XXI wieku — specyfika i sukcesEIOGZ, 2009, No. 75, p. 52-53.

29 H. Katuza, Firmy rodzinne w XXI wieku — specyfika i sukcegjgGZ, 2009, No. 75, p. 53.

30 W. Gibiec, Charakterystyka firm rodzinnycltz. 1, Biznes Rodzinny w Polsce, 2006, No. 5,
p. 15-16.

31 t. Niemczal,Rola wizi rodzinnych w kontékie sukcesji przedgiiorstw rodzinnychZN WSH
Zarzdzanie, 2015, No. (3), p. 70-72.



246 E. Roszko-Wajtowicz et al.

preserving the company in the best possible camditt is in fact part of the family heri-
tage?

Running a family business is treated as a wayfef Tihe owners often spend all their
time and energy on the development of the compadyhave no time to rest. In this type
of activity, it is difficult to separate the familife from the professional life. Both parts are
intertwined. Family matters are transferred todihiestrate unions. For example, the conflict
between spouses running a family-owned compansaissterred to the relationship be-
tween the same people who are co-workers of ongany.

The separation of the professional sphere of liéenf the private sphere is almost
unachievable. It is nearly impossible to avoid itajkabout the company during meals or
on holidays, and thinking about the company cortistahhe boundaries between work time
and leisure are difficult to maintain as well. Al$onger holidays are not possible, even if
all decisions were to be taken and the directiothefoperations clearly defin&d

An important factor in the success of a family bess is the motivation of its employ-
ees. Each family member is involved in the actgtof the company because he or she
identifies with its values and mission. Due to thetrong commitment, employees often
work for a small salary, which would not have beenepted by a worker from outside the
family. The aim of the family business is not otdymaintain the financial stability of the
company but also to secure its development, as aglits continuing and long-term
legacy®.

An important part of running a family businesshis tssue of inheritance. Often, appro-
priate steps regarding the appointment of an heinat taken in time, which causes con-
flicts in the family. There are several reasons family business owners do not take care
of succession. One of them is a lack of knowledgmuaithe consequences of the absence
of such a plan. Also, people often do not wanhtok about their own death, preferring to
pretend that it is not imminent. Sometimes, busirgners are afraid of losing control and
limiting their opportunities. Other times, it is anpression of the belief that no-one else
can run the company as well as they do. It can stilsm from the fear that their children
will want to change the management of the compatmch can destroy what the owners
have created with their hard work and commitmentajor problem is also the choice of
heirs among the offspridg A family entrepreneur (incumbent) is often afraidmake
a choice, to decide who will take over the compamlyich was so painstakingly created
and developed over the years.

Transferring company to next generations obviousians changes. New owners bring
their own values, beliefs and ambitions. The preagchange is not always pleasant. It is
necessary for all the participants of the proces$sarn how to function in the new situation.
Some important tips are listed below:

32 Q. Fleming,Tajniki przetrwania firmy rodzinngWydawnictwo One Press Small Business, 2000,
p. 105.

33 H. Katuza, Firmy rodzinne w XXI wieku — specyfika i sukceBjg®DGZ, 2009, No. 75, p. 54.

34 T. Cigpata,Wartas¢ firmy rodzinnej Biznes Rodzinny w Polsce, January 2006, No. &, p.

35 G. Skrojny,Pokolenia perspektyw i perspektywy pokalebiznesie rodzinnynBiznes Rodzinny
w Polsce, Wyzwania i Perspektywy, 2006, No. /2.

36 J. JamerSukcesja wtasrioi i wiadzy w firmie rodzinneBiznes Rodzinny w Polsce, 2006, No. 5,
S. 7-9.
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e The company interests should be a priority.

< Appointments of family members to company positishsuld not be discretionary.
They should be made respecting the person's naritsachievements that benefit
the company.

» In the absence of competent heirs, the sale afdh®any is a better optidh

Family businesses, similarly to other economictiesj face many different problems
and difficulties. In addition to the typical busg®erelated troubles, family businesses
also face other more specific difficulties. Theynmarily result from the need to reconcile
family and business priorities, which are not alsvagmplementary to each other. Potential
hazards include: (1) transfer of family conflicts the professional field and vice versa,
(2) difficulties in resolving intergenerational dbcts and disagreements, (3) planning
and selecting the right strategy for the succesprogess. Short-term thinking can be the
biggest problem that companies face, regardlessaoiership structure. In this context,
family businesses, for which the long-term perspecis key, can be one of the best
remedie®.

The future of the company, however, is one of tt@nnthemes that can cause intra-
family conflicts. In the absence of competent heirbetter option is to sell the company. It
is a chance and an interesting alternative foregtmmmpanies where there is no interest
among the family members in the continuation of¢bepany and the acquisition of the
parental legacy. The decision to sell the businasst, however, be made in advance as the
implementation of the project requires careful piag. On the other hand, leaving the busi-
ness in the hands of the family is a big respolitsitzind a challenge, both for incumbents
and for successors. The next generation shouldehgtparticipate in the life of the com-
pany, learn about it every day, and prepare foeva ole in the future. Representatives of
the younger generation need time to define thgieetations and aspirations both in terms
of personal development and business developménbging family members to perform
specific functions in the company in the futurexdg only a difficult task but also a topic
that can lead to internal misunderstandings. lim susituation, limiting or eliminating con-
flicts is very important. In the short term, thenficts can hinder the performance of current
business tasks. In the long term, such confliatsaareal threat to the effective process of
succession encompassing power and property tramsteifamily business. It should be
noted, however, that the “beauty” of family bussesis largely derived from their multi-
ple-generation nature. The combination of opentesbange and great commitment of the
young generation with the life and work experientéheir parents often yields very good
results. More risky ideas and undertakings, i.erarionovative and pro-developmental
ones, have a chance to be realised. The introduefithe next generation into the company
must be accompanied by respect for the relatiosgieigulting from the coexistence of the
three subsystems referred to earlier (see the TQirete model). The young generation is
required to pay particular attention to the mansmed form of communication. This is
especially true in the case of family businessesratthe persons perform roles simul-
taneously in at least two subsystems. Each subsysds different rules, expectations and

37 Q. Fleming,Tajniki ..., p. 106; H. Katua, Firmy rodzinne w XXI wieku — specyfika i sukcesja
EIOGZ, 2009, No. 75, pp. 55-56.
38 W. Bennis,On Becoming a LeadeNew York 2009.
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aspirations. The holistic approach allows to avuidtakes and create a good personal and
business imag&

3. METHODS AND DATA SOURCE

The results of the work of the European Commissama, more precisely of the Direc-
torate-General for Enterprise and Industry whiaiicei2000 has conducted a survey on
entrepreneurial attitudes, are the primary soufodata presented in the paper. The first
edition of the research included all the EU MemBtates at the time (15 countries) plus
the United States, Iceland and Norway. Since théas expanded steadily to incorporate
more countries over time. The last survey, theltesdi which were discussed in the report
Flash Eurobarometer No 354 “Entrepreneurship irBbeand beyond”, covers in total 50
countries. The number includes the 27 EU counatdbe time of the survéy as well as
13 countries from outside the EU. Several of these-EU countries are included in the
study for the first time, namely Brazil, Israeldla and Russia. All editions of the report
are devoted to the issues of entrepreneurship alewelnt, as well as techniques, methods
and solutions stimulating entrepreneurial attitydesluding the entrepreneurial way of
thinking. They also encompass factors that are wcind to taking entrepreneurial initia-
tives and encourage people to become entreprerigheslata presented in the report show
the attitude of citizens towards entrepreneursaigrepreneurial education, risk-taking,
business creation, obstacles to undertaking ertnepirial activities and failure in running
their own business. In 2009, the survey covere@3Bpeople from the EU-27, including
1,005 Polish citizens, while in 2012 the study ineadl 42,080 people including 1000 Poles.
The first edition, in 2000, included 8,347 peopleni the EU-15 and the United States.
Poland has participated in the surveys since 2004.

Between 18 June and 8 August 2012, the TNS Political & Social, a coni&ort cre-
ated between TNS political & social, TNS UK and THNfnion, carried out the survey
FLASH EUROBAROMETER 354 on “Entrepreneurship”. &tvers the population of the
respective nationalities of the European Union Menfitates, residents in each of the 27
Member States aged 15 years and over. It has alsodonducted in Croatia, Turkey, Ice-
land, Norway, Switzerland, Israel, Russia, Chigah, South Korea, India, Brazil and the
United States. This survey has been requestedeb¥tinopean Commission, the Direc-
torate-General Enterprise and Industry. It is aegalnpublic survey co-ordinated by the
Directorate-General for Communication (“Researctd &peechwriting” Unit). All inter-
views were carried using the TNS e-Call centre (thetralised CATI system), except in
Israel, China, India, Japan, South Korea and Br&zikevery country respondents were
called both on fixed lines and mobile phones (ekdedndia were the interviews were
conducted face-to-face). Over 42,000 respondeatn flifferent social and demographic
groups were interviewed in their mother tongue ehatf of the Directorate-General Enter-
prise and Industry. The basic sample design appliedl the states is multi-stage random

39 G. McCannRozwdj firm rodzinnych dla i poprzez ngmste pokoleniaMBA, 2003, No. 3, p. 13
(przektad z angielskiego E. Niebata), http://pesitveebly.com/uploads/9/2/0/8/9208219/rozw;j_
firm_rodzinnych_dla_i_poprzez_nastpne_pokolenia.pd

40 This survey edition was carried out betweeff' 16ne and 8 August 2012. It presents results
concerning all the current Member States, i.eElHe8. At that time, Croatia was a country outside
the EU.
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(probability). In each household, the responderd drawn at random following the “last
birthday rule”.

4. RESULTS AND DISCUSSION

The reportEntrepreneurship in the EU and beyoimdlicates that 37% citizens of the
EU are interested in running their own busines3éss means that at least every third
resident of the Community manifests the entrepreakattitude. However, the vast majo-
rity, nearly six out of ten EU citizens, declardlingness to have full-time employment.
This marks a change since the previous survey atedun December 2009 as the re-
sponses then were more evenly split: 45% expresgedference for being self-employed,
while 49% for being an employee. The falling ingrim running one's own business is in
the long term also a threat to family businessesvéver, the presented survey edition was
carried out after a wave of the global financiais; which, at least in the short term, could
have been for many people a disincentive to rigiatg i.e. running their own business
ventures.

The results of the most recent survey allow to dsame general conclusions. Firstly,
inhabitants of Lithuania, Croatia, Bulgaria, Gredcavia, Cyprus, Romania, Portugal and
Italy are most interested in being self-employestddly, in the north of the continent, in
Denmark, Sweden and Finland, a clear prevalenpeafle interested in full-time employ-
ment can be seen. Thirdly, the preference to bémmg is much more evident in the coun-
tries of the former EU-15, among others, in Belgiermany, the Netherlands, Austria,
and the United Kingdom. In Poland, approx. 470 oesients expressed the desire to run
their own business, while approx. 500 respondepitscofor being employed. Differences
in preferences are therefore negligible.

Also, socio-demographic factors, such as gendey,tag nature of the work performed,
and education differentiate the respondents becaluieir preferences for self-employ-
ment. More interest in self-employment is showmimn (2012 — 42%, 2009 — 51%) than
by women (2012 — 33%, 2009 — 39%). Similarly, yoamgespondents are more apt to
express a preference for self-employment: 45% e?4 $ear-olds would prefer to be self-
employed, as opposed to 35-37% of people in theetblder age groups. Self-employed is
more likely to be chosen by persons with a unitgrdegree than by those with a lower
level of education or still learnifg In addition, parents' professional path is alsdna-
portant determinant of children's preferences.amifies in which one of the parents ran
their own business, 55.8% of children stated ttsirddo have their own business. Whereas
in families without entrepreneurial traditions, p#ll.8% of children stated the desire to be
self-employeé?. This confirms that children are happy to choas®@ontinue their parents'
careers.

Personal independence and self-fulfilment are tammotivators for undertaking busi-
ness activity for the largest group of the respotsl€EU27 — 62%). Factors that also stim-
ulate the respondents to become self-employeddeciteedom to choose place and time
of working (EU27 — 30%) as well as better incomespects (EU27 — 16%). Then also the
following elements are mentioned: exploiting a bhass opportunity (EU27 — 4%) and

41 Flash EurobarometeEntrepreneurship...2012, p. 18.
42 Flash EurobarometeEntrepreneurship.. May 2010, p. 111.
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Fig. 4. The respondents' preferences in termsraf ff employment — distribution of responses for
the EU Member States

Source: Flash EurobarometEntrepreneurship in the EU and beyond. Analyticgpp&t, Series 354,
2012, http://ec.europa.eu/public_opinion/flash/843en.pdf

a lack of attractive employment opportunities/&latemployment opportunities (EU27 —
2%). The results of this comparison, however, ghdd combined with the responses to
the question concerning the preferred form of emmlent. In the countries where the re-
spondents were more likely to choose full-time eagpient (Sweden, Finland, Denmark,
Slovenia, Belgium, Germany, the Netherlands, areh@Britain), the attractiveness of self-
employment is largely perceived from the perspecatit/freedom to choose place and time
of working. The weakest negative correlation océnithe case of better income prospects.
The situation is different in the countries whehe tnterest in self employment prevails
over the interest in full-time employment. Bettecame prospects are the primary motiva-
tion for self-employment in Lithuania, Greece, Raaa Poland, Cyprus, Hungary, the
Czech Republic or Malta. In addition, Lithuaniabatvians, Poles, Cypriots, Hungarians,
Czechs, and Maltese value self-employment for thesipility of exploiting a business
opportunity. Personal independence and self-fulfilinare primarily indicated by the re-
spondents in these countries (Ireland, LuxemboBpagin, Estonia) where the interest in
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self-employment oscillates around the average I€uel27 — 37%). The independence
associated with owning a business is also idedtifie important by the French, Dutch,
Czechs, Greeks and Poles.

Tab. 1. Reasons for which the respondents choaseraployment

Freedom Lack of attractivel Members To avoid the

Personal inde| Exploiting | Better in-|to choosq employment op-|of family /| Favourablg uncertainties To con-

pendence/ sel| a businesgcome pro{place anq portunities/lack ojfriends ar¢ economic| related to | tribute to

fulfilment |opportunity| spects | time of | employment op-| self-em-| climate |paid employ] society

working portunities ployed ment

EU27 62% 4% 16% 30% 2% 1% 2% 3% 2%
AT 56% 5% 12% 29% 1% 1% 0% 2% 2%
BE 53% 2% 16% 38% 1% 3% 2% 1% 2%
BG 56% 5% 17% 26% 2% 0% 2% 3% 2%
CY 60% 8% 20% 32% 3% 1% 8% 3% 3%
Ccz 67% 7% 24% 32% 1% 2% 4% 4% 2%
DE 64% 5% 14% 25% 2% 2% 1% 4% 3%
DK 59% 5% 14% 42% 4% 1% 3% 3% 2%
EE 66% 7% 16% 49% 1% 2% 0% 3% 3%
EL 66% 5% 28% 23% 3% 1% 7% 3% 2%
ES 67% 3% 10% 22% 2% 1% 2% 1% 1%
FlI 57% 2% 7% 47% 3% 1% 2% 0% 1%
FR 71% 2% 12% 35% 1% 0% 0% 2% 0%
HR 62% 7% 18% 28% 2% 1% 2% 5% 1%
HU 58% 11% 20% 16% 7% 4% 7% 11% 5%
IE 72% 3% 12% 43% 3% 3% 1% 2% 2%
IT 62% 3% 17% 31% 1% 1% 2% 2% 2%
LT 59% 8% 29% 28% 5% 3% 4% 7% 6%
LU 69% 7% 12% 33% 2% 1% 2% 6% 6%
Lv 62% 10% 14% 37% 2% 2% 3% 4% 2%
MT 61% 8% 27% 29% 1% 3% 6% 3% 1%
NL 69% 8% 10% 38% 1% 2% 1% 2% 2%
PL 65% 8% 24% 23% 3% 2% 1% 5% 1%
PT 55% 6% 16% 23% 2% 2% 4% 3% 3%
RO 54% 3% 26% 26% 2% 1% 4% 2% 2%
SE 44% 9% 10% 51% 1% 5% 5% 2% 6%
Sl 54% 17% 26% 36% 2% 3% 5% 6% 2%
SK 56% 6% 22% 27% 2% 3% 6% 3% 1%
UK 49% 2% 7% 39% 3% 1% 2% 2% 1%

Source: Flash EurobarometEntrepreneurship in the EU and beyond. Analyticgpp&t, Series 354,
2012, http://ec.europa.eu/public_opinion/flash/843en.pdf

From the point of view of the subject matter of faper, the respondents' answers to
the questiorSuppose you could choose between working for difdinds of companies,
which one would you prefetfave a high cognitive value. There were only twoety of
answers to choose from, i.e. a family businesspattdicly listed company/private company
not family owned. The interest of the respondemtsmployment in a family business can
be a confirmation of the overall public trust inmfidy-run businesses. Employment in
a family business is most often chosen by resideih@ermany, Austria, Greece, France,
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Belgium and Luxembourg. The fact that approx. 4¥%he EU citizens prefer to work in
family-owned businesses, compared to 48% who chimogerk for non-family businesses,
demonstrates that family businesses have a goadatégn and that their owners are con-
sidered good employers. The history of Polish farhiisiness is not very long due to the
political system that prevailed in the country utt890. Hence, the discrepancies in pref-
erences are quite clear. As many as 37% of theegadvPoles would prefer to work for
a company run by family members. Poland is theeefmproaching the EU average.
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Fig. 5. The respondents' preferences in termsrai fif employment by type of employer/company
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Source: Flash EurobarometEntrepreneurship in the EU and beyond. Analyticgpp&t, Series 354,
2012, http://ec.europa.eu/public_opinion/flash/843en.pdf
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If a preference for employment in a family businesexpressed, then why? The dia-
gram presents averages for all the Member Statd2{. Based on the answers provided
by the respondents, the benefits associated witlyfdusinesses include: (1) better work-
ing conditions, (2) stronger commitment to the laammunity, (3) a long-term view by
the owners. While choosing employment in non-farbilginesses, including large publicly
listed companies, the respondents were driven tipifs such as: job security, more per-
sonal training, learning, and development, highages, faster career progression, and in-
ternational mobility. International mobility is ammanent feature of large companies
whose operations in foreign markets are commonp{@uby in Croatia, a higher percentage
of responses tmternational mobilitywas registered in the case of family businessas th
non-family ones.
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Fig. 6. Comparison of benefits associated with egmpent in a family business and a private com-
pany — distribution of the EU-27 average

Source: Flash EurobarometEntrepreneurship in the EU and beyond. Analyticgpp&t, Series 354,
2012, http://ec.europa.eu/public_opinion/flash/843en.pdf

The distribution of responses tBxplain why you would prefer to work for a family
businesss a confirmation of differences in the perceptidfamily business as an employer
of the first choice by the respondents from theviddial EU countries. The strongest dif-
ferences in terms of benefits associated with eympémnt in a family business occur in re-
lation to international mobility (Y= 64%), stronger commitment to the local community
(Vs = 50%), as well as more personal training, learnamd development Q£ 49%). The
respondents were most in agreement with respaetdwvariants of responses, i.e. job se-
curity and better working conditions. Out of théxse, better working conditions are defi-
nitely the strength of family businesses compaoetbin non-family ones. Only the Bulgar-
ians, Croatians, Danes, and the Irish more oftditéte that working conditions are more
favourable in publicly listed companies/private qgamies than in family owned ones. In
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comparison with the EU-27 average, according taébpondents surveyed, a Polish family
business employer is more focused on providings@turity than private companies that
are not family owned. Higher wages and a long-teiew by the owners are another two
benefits. The obvious weakness of Polish familyinmsses is their small international mo-
bility. Only 7% of the respondents choosing a fgmilisiness indicated the possibility of
a development opportunity due to international rikybi

Tab. 2. Benefits associated with employment in aljabusiness — distribution of responses for the
EU Member States

Faster Interna- More persong Better Stronger Long-term
Country| ) Higher| training, learn| Job se - commitment| 09
code | Career pro t|on_a_1| wages| ing, and deve| curity wor|_<|_ng to the local | V€W by the
gression | mobility ' conditions ; owners
opment community
EU27 23% 10% 24% 44% 47% 52% 48% 43%
AT 27% 15% 24% 55% 45% 54% 52% 47%
BE 33% 19% 32% 70% 2% 78% 72% 58%
BG 20% 12% 42% 18% 44% 24% 15% 21%
CcY 20% 9% 26% 27% 37% 64% 24% 26%
Cz 26% 13% 45% 49% 66% 74% 57% 62%
DE 26% 12% 19% 59% 52% 52% 59% 52%
DK 11% 4% 9% 23% 18% 30% 27% 21%
EE 9% 7% 13% 15% 36% 31% 30% 22%
EL 24% 12% 27% 32% 46% 70% 36% 33%
ES 26% 10% 24% 48% 49% 48% 41% 43%
FI 16% 9% 18% 34% 37% 39% 53% 40%
FR 23% 5% 14% 25% 27% 47% 40% 18%
HR 25% 11% 26% 25% 26% 26% 15% 28%
HU 11% 6% 24% 18% 50% 43% 34% 39%
IE 20% 8% 16% 40% 35% 35% 53% 47%
IT 8% 1% 13% 24% 29% 45% 21% 20%
LT 20% 8% 22% 26% 41% 38% 22% 40%
LU 42% 32% 39% 66% 67% 78% 69% 60%
LV 24% 15% 55% 39% 54% 46% 38% 46%
MT 14% 0% 8% 9% 18% 24% 6% 14%
NL 8% 10% 12% 51% 37% 39% 44% 39%
PL 16% 7% 33% 19% 45% 32% 28% 33%
PT 50% 29% 41% 61% 73% 68% 63% 58%
RO 21% 9% 43% 26% 52% 31% 18% 22%
SE 12% 9% 23% 40% 35% 46% 51% 44%
Sl 22% 7% 24% 25% 24% 36% 20% 25%
SK 23% 18% 34% 34% 50% 58% 30% 44%
UK 39% 18% 44% 75% 75% 80% 82% 82%

Source: Flash EurobarometEntrepreneurship in the EU and beyond. Analyticgpp&t, Series 354,
2012, http://ec.europa.eu/public_opinion/flash/843en.pdf.
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Tab. 3. Motivators for starting business activitpyided by the respondents in the individual EU
Member States

...because there was
...because you camf ot of necessity a need/opportuniyy to Don't know

across an opportunit take over the businesg

from a family member
EU27 49% 29% 15% 7%
AT 45% 19% 24% 12%
BE 54% 13% 23% 10%
BG 42% 37% 17% 4%
CY 47% 33% 15% 5%
Cz 56% 33% 7% 4%
DE 46% 28% 19% 7%
DK 76% 10% 10% 4%
EE 47% 42% 4% 7%
EL 35% 42% 18% 5%
ES 40% 38% 17% 5%
Fl 66% 20% 10% 4%
FR 50% 27% 15% 8%
HR 43% 32% 18% 7%
HU 54% 31% 11% 4%
IE 57% 22% 15% 6%
IT 43% 20% 25% 12%
LT 55% 30% 9% 6%
LU 60% 20% 15% 5%
LV 57% 26% 14% 3%
MT 54% 21% 20% 5%
NL 67% 11% 13% 9%
PL 50% 32% 11% 7%
PT 54% 27% 15% 4%
RO 43% 45% 9% 3%
SE 56% 13% 20% 11%
Sl 46% 30% 17% 7%
SK 59% 24% 9% 8%
UK 53% 30% 7% 10%

Source: Flash EurobarometEntrepreneurship in the EU and beyond. Analyticgp&t, Series 354,
2012, http://ec.europa.eu/public_opinion/flash/843en.pdf

22.7% of the respondents answered YES to the guektave you ever started a busi-
ness, taken over one or are you taking steps to@ta?(question_13Basically, however,
at least three out of four respondents did not ontheir own business activity and did not
take any steps in this direction. The answer t®dhiestion was clarified by the respondents'
comments on the following statemeAtt in all, would you say you started or are stagi
your business.. (1) because | came across an opportunig) out of necessity(3) because
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there was a need/opportunity to take over the lassirfrom a family membeFhe table
presents the motivators for starting business igtprovided by the respondents in the
individual EU Member States. It includes only tlespondents that provided a positive
answer to question_13. The vast majority of th@aeadents, as many as 4 out of 5, have
already started business activity or taken oveymapany (5,062 respondents). Only 17.5%
are just taking steps to start or take over a lmssinThe most common variant of the re-
sponse wad:came across an opportuni(¢9%). Emerging opportunities are a factor trig-
gering the desire to run their own business. Farymaspondents (approx. 15%), however,
the main motivation for undertaking business attiviasa need or an opportunity to take
over the business from a family member8 countries, this variant was chosen by a much
higher percentage of respondents than the EU agefdgs situation occurred in Austria,
Belgium, Bulgaria, Croatia, Greece, Spain, Germétayy, Sweden, Slovenia and Malta.
In Poland, for 11% of the respondents the contionadf family business traditions has
provided an opportunity for running their own compa

The respondents were also asked to specify thaiemuprofessional situationAs far
as your current occupation is concerned, would gay you are self-employed, an em-
ployee, a manual worker or would you say that yoei\eithout a professional activity
Does it mean that you are aApprox. 10% of the respondents chose the self-employed
variant among the answers. The question addressédetself-employed people is an
interesting continuation of this threadave you started your business from scratch, have
you taken it over from another business ownersgour business a family busineddost
of the self-employed respondents declared thathleystarted building their own business
from scratch. However, the transition of the comypiato the hands of the next generation
is also explicitly emphasised. 17% chose the falhgawresponse varianiy business is
a family businessThose who have taken their business over fronthendousiness owner
constitute less than 10% of the respondents. Hgire, however, is not without signifi-
cance, especially from the point of view of thegeilerm survival of companies in the mar-
ket, including family businesses. Firstly, the lafknterest in running a business by close
family members does not necessarily lead to busihgsidation/closure. The sale of the
company to an external buyer can always be amaliee. Secondly, the brand and family
traditions, though in a slightly different form,rcatill be continued by new owners. Thirdly,
the so-called. business transfer market prove®ta imarket with a great potential and in
the long term can be an interesting source of irconother business entities.

5. CONCLUSIONS

The smooth functioning of a family business depdnds large extent on the relation-
ship between family members and their involvemerhé running of the company. These
types of bonds are also an opportunity for the cmgpas they allow a long-term perspec-
tive and the adjustment of the company' vision alnigctives to the changing market con-
ditions. Thinking about the company as part offéimeily heritage encourages entrepreneurs
to think about the next generation as an investmiriamily business, based on shared
values, is one of the best forms of education foldeen. Working in a family business
provides young people with the opportunity to perguofessional ambitions. The multi-
generational perspective is reflected in the remgicomponents of family business sys-
tem. It provides an opportunity, a chance to creataique family heritage by transferring
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the company's values to others, creating talededicated and loyal employees, and pass-
ing on the family's assets to the younger gener&tidhe systemic approach used in family
businesses provides an opportunity to developniagtatterns that create a basis for the
repetition of situations and activittésThere is a clear feedback loop between the subsys
tems allowing the transfer of information on thesiseof which behaviour and response
models as well as adaptation processes are dedelope

Running a family business brings with it certaiedfic risks, different from other com-
panies. Family businesses are the most natural ddentrepreneurship as they arise from
the need to ensure a stable and prosperous fafeilyf heir long-term perspective makes
these entities the driving force behind the develept of every economy. The motivation
source of these businesses lies in the familyaitses, goals, action motivators, dedication
and commitment. All these characteristics combidettrmine the sustainability and sta-
bility of family businesses in the market, and atdftuence their attractiveness for potential
employees. This notion is also confirmed by thelltesof Flash Eurobarometer presented
in the paper. In sociology, the family is the mbasic, the oldest and the most commonly
encountered social group. Based on common valapsations, and relationships, it is the
cradle of entrepreneurial attitudes. In econonfexsiily businesses are the engine of deli-
berate and stable development passed on from aagemeto a generation. Trust and
loyalty, translating into relationships with empéms and customers, are their important
attributes. Joint hard work and efforts bring téohgiresults to all the components of the
system. Focus on the family's interests transroitthé whole family business system.
Mutual support, integration of activities and coneme feedback ensure the development
which is favourable for the next generation ancheadsystem.
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PRZEDSIEBIORCZO SC RODZINNA — WYBRANE ASPEKTY
EKONOMICZNE | SPOLECZNE

Na catymswiecie przedsibiorstwa rodzinne to trzon gospodarki. W krajachwimictych
biznes rodzinny stanowi najpopularniejsiorme prowadzenia dziataldoi gospodarczej.
Jednoczénie, powstawanie i rozwoj firm rodzinnych to wyramkcjonowania gospodarki
wolnorynkowej przejawiacy sk w indywidualnej przedgbiorczaici i innowacyjndci. Na
przestrzeni kilku ostatnich dekad znaczenie firgzionych dla rozwoju gospodarki zgtz
wzbudz& coraz weksze zainteresowanie. Zasoby literatury na tematai@dnych form
biznes6w rodzinnych oraz zmficowania w sektorze przeebiorczdci rodzinnej rosa
w bardzo szybkim tempie. Artykut zmierza do ukaaawzajemnych zvwizkéw pomgdzy
rodzirg, postaw przedstbiorczz a funkcjonowaniem przeddiiorstw rodzinnych, ktére
w znacznym stopniu odpowiadaa budowanie potencjatu gospodarczego i spoteczidag
Europejskiej. Artykut ma charakter teoretyczno-emygny. Omowieniu podlegajybrane
zagadnienia dotygze przemian zachogaych w rodzinie, jak i jej znaczenia we wspot-
czesnymswiecie, w tymzyciu gospodarczym, oraz specyficzne atrybuty prizedisstw
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rodzinnych. W cgsci empirycznej przedstawione zogtajyniki badania FLASH EUROBA-
ROMETER 354 “Entrepreneurship”. W podsumowaniu zoststwierdzone,ze firmy

rodzinne g motorem przem§fanego oraz stabilnego rozwoju, ktéry przechodgokolenia
na pokolenie. Wanymi atrybutami g zaufanie i lojalné¢, przektadajce s¢ na relacje
z pracownikami, klientami.

Stowa kluczowe: przedsgbiorczai¢ rodzinna, cechy charakterystyczne firm rodzinnych,
definicja firmy rodzinnej, przedsbiorczai¢ w Unii Europejskiej.
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